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The Research Status of Value Co-creation in Service Platforms
Na Shu1, Yihong Xiao1*
1
School of Economics and Management, Nanjing University of Science and Technology,
Nanjing, 210094, China
Abstract: Service platforms based on network are becoming even more important to physical end-products and services
industry. As service platforms will become the founding infrastructure of our economies, the understanding of the value that
a service platform can create is of great importance. The development of technology enhances a new way to create the value.
Involving customers to co-create value is an important strategy for businesses to satisfy personalized demands and to gain
competitive advantages. The paper studies the application of value co-creation in the service platform under the context of
Service Dominant Logic (SDL).
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1.

INTRODUCTION
The extensive application of information and communication technology (ICT) promotes industrial

integration, makes the provision and development of products/services continuously improved, and expands the
content and field of services. Whether in the field of production, life or the field of public services, a large
number of new service mode and service market have emerged. Service platforms are attached great importance
to technology and create technical conditions for service provision and development. In recent years, the number
of service provision and development on every platform has been a rapid growth. The development of
technology enhances a new way to create the value. Value co-creation is a relatively new concept. At present,
there are mainly two kinds of views. One is value-creating theory based on consumer experience proposed by
Prahalad and Ramaswmay [1], the other is value-creating theory based on SDL proposed by Vargo and Lush [2]
in 2004. The paper studies the application of value co-creation in service platforms under the context of SDL.
2.

THE SUMMARY OF VALUE CO-CREATION AND SERVICE PLATFORM

2.1 The summary of value co-creation
In 2004, Vargo and Lush proposed the theory of Service Dominant Logic, putting forward new opinions on
economic basis and value creation. As SDL proposed, it caused a warm response and discussion in marketing
and management circles. Revelant academic debate promotes the continuous improvement of SDL and
ultimately forms ten assumptions about SDL [3].
“Service” in SDL differentiates from traditional meaning. Vargo and Lush redefined service as the
application of specialized competences (knowledge and skills) through deeds, processes, and performances for
the benefit of another entity or the entity itself. Service is a common form of exchange, rather than the specific
form [4]. Value co-creation is built on the universality of service. “Service is the fundamental basis of exchange
and it is universal form rather than a special form” is the core idea of SDL.
“The customer is always a co-creator of value” is another core idea of SDL. SDL stresses that operant
resources play a decisive role in the value creation process and believes that operant resources are the
fundamental source of competitive advantage. According to SDL, consumer is the owner of operant resources
and they put their knowledge, skills, experience to creation process, which is an important premise of value
*
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creation. SDL attributes importance to the value-creating processes that involve the customer as a co-creator of
value.
In the SDL, co-creation value is fundamentally derived and determined in use (the integration and
application of resources in a specific context) rather than in exchange (embedded in firm output and captured by
price). Value co-creation occurs when a consumer uses or consumes products or services, rather than when the
output is manufactured. Value co-creation is the sum of value that producers co-create with consumers who
co-create value through consuming products or services, through providing products or services [4].
2.2 The summary of service platform
Service platforms can be considered one of today’s highly valued technologies. In recent years, there has
been a rapid growth in the number of services being developed and offered over various platforms. Both in the
context of creating better value for customers purchasing their services as well as for their stakeholders (who
want to see their stake increase in value), value creation is the main focus of service platform operators. So the
study of value co-creation and service platforms is particularly prominent and interesting.
Service platforms have several important characteristics [5]:
• Network externality: service participants have network externalities; platform market belongs to the
bilateral or multilateral market.
• Resource integration: service platforms attract and integrate professional service resources, which is
complementary to core service, to provide systematic services for customers.
• Functionality: service platforms are not only the interaction medium of service participants, but also with
the function of service resource configuration and service operation management.
• Collaboration: there is a synergistic effect between service participants and customers, the value of the
products/services provided by service platforms increases with the increase of the number of participants.
• Derivative: platform firms offer support to other enterprises through opening the core resources, which
can derivative new service platforms.
As the new business model, service platforms in different types and different areas have some common
characteristics: service platforms are market-oriented/customer-oriented and the goal of platform construction is
to meet the diverse needs of customers; sharing platforms to meet different needs; platforms are the converging
points of supply and demand information [6,7].
3.

VALUE CO-CREATION IN THE SERVICE PLATFORM
We define a “service platform” as a modular structure that comprises tangible and intangible resources and

facilitates the interaction of actors and resources. The so-called value co-creation in service platforms is when
stakeholders (application users, service developers, and platform service providers) harvest their own benefits,
the value of the whole service platforms improves. In the service platform ecosystem, the major stakeholders,
who contribute to the value creation, are application users, service developers, and platform service providers
[8]. The value exchange between these stakeholders can be direct (direct payments for services offered and used)
or indirect (revenue through advertisement), resulting in net utility for users, profit/loss for the IT platform
provider, and profit/loss for service developers. From a business perspective, value creation is the main focus of
service platform provider whether it creates better value for customers or stakeholders.
In terms of capabilities for value creation, the characteristics of service markets are also different to those
of traditional IT markets. In today’s service business environments, service providers can no longer rely on
simple comparisons of features, functions, and prices of their products with those of competitors, to determine
their competitive advantage in the market. In order to achieve the value co-creation in service platforms, the
analysis and understanding of the value generating from service platforms is very important. Compared with the
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traditional firms, service platforms can realize economies of scale and scope much faster [9, 10]. In determining
the economic value of service platforms, the effect of network is very important. Microsoft Windows is a very
good example of the significance of two-sided network effects. The more windows applications are available,
the more reasons for a user to choose Windows, the more reasons for developers to build applications for
windows. However, for service platforms, interconnecting users and service integrations are more important
factors than in traditional software markets. Service platforms can reach a large number of users and developers
much faster. An example of that is the raise of the social network platform Facebook. A few studies have also
been performed in this area [11-14].

4.

THE RESEARCH STATUS OF VALUE CO-CREATION IN THE SERVICE PLATFORM
As economies of scale and scope can be achieved very quickly with service platforms, some service

platforms will become the founding infrastructure of our economies. Therefore, an understanding of their value
creation becomes important.
There have been a number of studies performed on the value creation process and value factors in
platform-based markets in general [12, 15, 16]. A few studies also exist on IT service markets [10, 13, 14, 17].
These studies focus on value creation in e-business, adoption of mobile Internet, mobile service ecosystem, IT
service platforms, and on the evaluation of service platform business models.
4.1 The research status of value co-creation in the e-commerce platform
In e-commerce contexts, when customers apply their knowledge and skills (e.g. product expertise or
Internet skills) to the resources provided by the website (e.g. e-service quality, usability), value is co-created.
Research on value creation in e-commerce, within the service-logics perspective, has not been widely applied or
has rarely been discussed [34], which is surprising as e-commerce is inherently interactional. In recent years, the
development of ICT, such as the Internet and social media, has provided a platform where customers can engage
and interact with firms and their stakeholders and/or other customer communities [35]. The Internet therefore
contributes a platform where customers can draw upon their own and others’ resources to co-create value with
firms. So the study of value co-creation and resource integration in e-commerce contexts is particularly
prominent and interesting.
Theoretical value creation frameworks for e-businesses and, in particular, for service platforms have been
proposed in recent literature [12-14, 18-21]. Amit and Zott have conducted a study of value creations in the
general context of e-business [12]. B2B is a model of e-business. Value creation topic of B2B service platform
has also been attracted considerable attention in current marketing and management research [22-24]. At the
same time, service has also been extensively studied in the B2B environments [25, 26]. But few studies have
been carried out in the new B2B technology service. Furthermore, the concepts of complementarities and
network effects are adopted into theoretical models for platform leadership and value creation in e-businesses in
recent studies [12, 13].
4.2 The research status of value co-creation in the cloud service platform
Since consumers represent a key factor for success, their preferences should not be neglected in order to
operate successfully in the marketplace. Hence, the use of cloud platforms might serve as an excellent
opportunity to increase value creation between the involved actors for both, the B2B and the B2C market.
Only a few studies have been conducted on value chains, value networks, and value creation in cloud
computing. A value chain reference model for cloud computing was presented by Bany et al. They developed a
value chain model based on Porter’s value chain theory and adapted it to the none-linearity value creation
aspects of cloud computing [27]. Böhm et al. also describe different cloud stakeholders, their roles in the market,
and the interactions between them to develop a generic value network model [28].
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4.3 The research status of value co-creation in ICT platform
ICT platforms provide an enabling technology for the development and provision of application services in
service-oriented environments. The present paper provides an understanding of firms’ ICT capabilities in terms
of value co-creation and provides empirical evidence of the degree to which ICT constitutes a valid resource
with which to support value co-creation.
In recent years, it has been extensively recognized throughout the literature that the adoption and
implementation of ICT constitutes a strategic factor in business-to-customer (B2C) interactions [29, 30].
Furthermore, ICT is particularly noteworthy for its potential in the B2C value co-creation process [31, 32]. With
this in mind, it has been identified that firms should re-design their customer service and delivery processes so
as to foster improved B2C interaction by means of ICT. This re-design should center on providing the client
with a more appealing offer that is personalized, to better reflect their individual needs and preferences and,
ultimately, to achieve a perception of greater value [33].
The literature on SDL calls for progress in the study of the antecedents of value co-creation and the effect
of on business outcomes. Nevertheless, the existing research on value co-creation provides little empirical
evidence. Specifically, Shaw et al. [32] find that it is of critical importance to involve the customer as a
co-creator of value and highlight the potential of ICT to support this process.
5.

CONCLUSIONS
This paper studies the application of value co-creation in the service platform under SDL. Specifically, the

paper makes the summary of value co-creation and service platform. Besides, the paper states value co-creation
and its research status in the service platform. However, the paper only involves the e-commerce platform, the
cloud service platform, Information and Communications Technology platform, which is typical but incomplete.
This paper also holds implications for research on value co-creation in general. The first implication
highlights the need to further explicate the key characteristics of service platforms and value co-creation
processes. Another implication involves the need for firms to focus on the service ecosystem, which requires
firms to consider all resources and their interconnections.
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